Public concern about environmental issues has grown substantially in the last two decades. As a consequence, the promotion of environmentally conscious behaviours that are integrated in people's lifestyle has become an ongoing and important challenge. Persuasive messages are often perceived as the first step in efforts to motivate people to change a specific behaviour. In this article, the authors propose that (a) tailoring messages according to proposed processes underlying behaviour change (i.e., being aware of a problem, deciding what to do, initiating, and implementing a behaviour); and (b) framing these messages in terms of whether they serve intrinsic goals (i.e., health, well-being) as opposed to extrinsic goals (i.e., make or save money, comfort) could make messages more effective by progressively increasing the level of self-determined motivation of the targeted population.
A lot of information is disseminated to the general population about the implications of environmental sustainability and its relation to human quality of life. The media provides extensive information about different ecological threats (e.g., global climate change, species extinction, toxic pollution of air and water supplies, etc.), urging individuals to prevent further deterioration of the environment. Sometimes, the messages provide information about the different behaviours people can perform to help the environment, such as limiting consumption, recycling, and voicing their views on their government's policies.
These appeals are based on the assumption that people will adopt an available, effective behaviour to reduce the likelihood of experiencing an unwanted outcome (Kunda, 1990; Petty & Wegener, 1998) . Thus, to the extent that people seek a healthy environment to live in, they should readily take advantage of opportunities to modify the behaviours that are harmful to the environment. Yet, there is a gap between the extent to which people are aware of the environmental conditions and the proenvironmental behaviours (PEB) they display (Kollmuss & Agyeman, 2002; Wood, Tam, & Guerrero-Witt, 2005) . Several surveys indicate that people are aware of the ecological danger that is around us. These surveys also show that individuals understand that most of the ecological threats are caused by human activities and that they can be reversed by human behaviour (Environics, 2007a) . However, most North Americans continue to spend and to consume energy like never before and otherwise show low levels of PEB (Environics, 2007b) .
Further, although research strategies to motivate people to act continue to grow and multiple proenvironmental change interventions are beginning to be developed and implemented, we could question the extent to which the field is moving forward. Research has shown that some of the strategies used to motivate people can lead to PEB (Bamberg & Möser, 2007) . However, long-term maintenance of these behaviours has been a thorny problem. People seem to react favourably to the strategies initially, but their behaviour declines over time, and more importantly, behaviour returns to baseline if the source of motivation is withdrawn (Lehman & Geller, 2004) .
The goal of this article is to advance the conversation on how messages devoted to shaping the public's views on specific environmental issues could be improved by considering recent principles of persuasive communication strategies, principles of behaviour change, and the different forces that move people to act. We propose to examine different traditions of research that have focussed on this problem in an effort to understand the factors that may better explain and predict how a behaviour is changed and then maintained. One approach, self-determination theory (SDT; , 2008 focuses on the contexts that promote or hinder the internalization of motivation and the integration of behaviour. The other approach proposes the strategic use of persuasive communication by tailoring and framing messages to affect behaviours and to shape how people construe behaviours (Rothman & Salovey, 2007) .
To presage some conclusions, this review suggests that selfdetermined motivation should be enhanced by tailoring messages to the proposed processes underlying behaviour change and by framing these messages as a function of the intrinsic versus the extrinsic costs or benefits of a behaviour. In this way, the infor-mation communicated in messages should facilitate behaviour change and the integration of a new behaviour in one's lifestyle.
The Internalization of Motivation and the Integration of Behaviour
As illustrated in this issue, SDT is a broad theory of human motivation that has been applied to a wide range of phenomena and a variety of life domains. Ryan (2000, 2008) , in their SDT, focus on the quality of motivation, differentiating various forms of regulation along a continuum of self-determination. This continuum contains identifiable gradations of reasons that go from nonself-determined forms of regulation (i.e., amotivation, external, and introjected) to self-determined types of regulation (i.e., identified, integrated, and intrinsic). As illustrated throughout the present issue, many studies in various domains have documented the advantages of self-determined relative to nonself-determined motivation for persistence, maintenance of behaviour, deeper information processing, higher achievement, and enhanced wellbeing (for reviews, see Vallerand, 1997) .
Not only is the motivational continuum useful in making predictions about the effects of various underlying reasons of behaviour, but it also serves as a framework to understand how people come to eventually internalise and fully endorse behaviours that were once extrinsically motivated. According to SDT, individuals are inherently motivated to integrate within themselves the regulation of activities that are useful for effective functioning in the social world but that are not inherently interesting. The gradation of reasons on the self-determination continuum is viewed as a reflection of the internalization process, where the individual moves from the less internalised (non self-determined or controlled) forms of regulation such as recycling for money or to avoid guilt, to more internalised (self-determined or autonomous) types of regulation such as recycling because one believes in the importance of a healthy world. SDT proposes that the satisfaction of innate psychological needs for competence and autonomy, and social contexts that support the satisfaction of these needs, promote the internalization of autonomous or functional forms of regulation, and well being . For this reason, social contexts that are autonomy-supportive and informational foster the integration of new behaviours, and the internal regulation of these behaviours.
Recent studies have supported the existence of the different types of motivation proposed by SDT with regards to PEB (Obaldiston & Sheldon, 2003; Pelletier, 2002; Pelletier, Tuson, GreenDemers, Noels, & Beaton, 1998; Villacorta, Koestner, & Lekes, 2003) . Of particular relevance to this article, higher levels of self-determined motivation have been related to several indicators of PEB's integration into one's lifestyle, such as maintenance of behaviours over time (e.g., sustained recycling over 2 months) (Pelletier & Sharp, 2007) , performance of more difficult behaviours (e.g., curb side recycling as well as recycling away from home, environmental activism) (Green-Demers, Pelletier, & Mé-nard, 1997; Séguin, Pelletier, & Hunsley, 1998) , and performance of several consistent behaviours as opposed to just one targeted behaviour (e.g., recycling, conserving energy, conserving water, and buying biodegradable products) (Pelletier, 2002; .
How then do we promote the internalization of people's motivation for the environment? Because our environment has important implications for our economy, our health, and the quality of our life, people's desire to be effective in dealing with the challenges posed by the ecological situation should prompt them to take in the regulation of PEB that are not interesting in their own right but that they perceive to be important or valued. Like the internalization of activities in other life domains, the internalization of PEB should be an active process through which people gradually transform socially valued behaviour into personally endorsed activities. Based on SDT, internalization of PEB should be facilitated when a good rationale for the activities is provided, when the context points the way to being more effective in meetings challenges, and people can freely choose amongst different options. Internalization should be hindered by events that are controlling, that is, by events that pressure toward specific outcomes or that represent attempts to control behaviour. Typically, controlling events like rewards, punishments, or imposed rules may produce temporary compliance, but they will not lead to long-lasting commitment or investment other than the one targeted by the controlling strategy. Finally, internalization is also compromised by amotivating events, that is, events that do not supply any rationale for acting, that emphasise challenges perceived to be beyond the reach of the individuals, or that provide no information about the solution to the perceived problem or solution about how the individuals could implement a behaviour in their lifestyle (Pelletier, Dion, Tuson, & Green-Demers, 1999) .
In summary, the information reviewed in this section suggests that higher levels self-determined motivation predict the maintenance of behaviours over time, behaviours that are more difficult to perform, and multiple behaviour patterns that reflect the actions of an eco-citizen. Individuals should have an inherent tendency to internalise the regulation of PEB if a good rationale for doing these behaviours and informational events that point the way to being more effective in meeting challenges are provided. It can be thwarted by controlling events that induce temporary compliance and short-term commitment, or by amotivating events that do not supply any rationale for acting, that emphasise challenges perceived to be beyond the reach of the individuals, or that provide no information about the solution to the perceived problem. SDT has generally focused on individual motivation and the immediate interpersonal context that affects that motivation.
In the next section, we turn to another approach, the strategic use of message tailoring and message framing, in an effort to examine how principles of persuasive communications could be used to facilitate the development of self-determined motivation for PEB.
The Strategic Use of Message Tailoring and Message Framing
By far the primary method for motivating people to change their proenvironmental behaviours has been to provide them with information that will persuade them to alter their behaviours. However, to be effective, the communication of information needs to get people not only to attend to the messages but also to process them in a manner that optimises their impact on how people think about the issue (Petty & Wagener, 1998) . According to recent work on principles of persuasive communication (Rothman, Stark, & Salovey, 2006; Rothman, Baldwin, & Hertel, 2004; Rothman & Salovey, 2007) , to be truly effective a message should be guided by the process by which people manage and change their behaviour. In this section, we examine the different processes that guide behaviour change, and we consider two communication strategies that have been shown to be effective to motivate behaviour change: message tailoring and message framing. In doing so, we examine more specifically how the strategic use of message tailoring and message framing could facilitate self-determined motivation and PEB change.
The Process of Behaviour Change
Accumulated research provides considerable support for the validity of three stages of changes in different domains (Burkholder & Evers, 2002; Rosen, 2000; Rothman & Salovey, 2007) : a detection phase, a decision phase, and an implementation phase. The detection phase is characterised by a state where, before they act, people are more sensitive to messages that will help them gather and interpret information and determine whether there is a problem. Once people have detected the presence of a problem and that they see this problem as important, people reach a decision phase where they become more sensitive to messages that help them decide whether to take action, and decide about the action to take. Then, once they have decided to act, people become more sensitive to messages that provide them with information about how to implement a behaviour, and possibly how they can maintain the behaviour or integrate it in their lifestyle (Rothman & Salovey, 2007) .
Implicitly, this means that one type of message could be effective for some people to help them move toward behaviour change, whilst it could be ineffective for some other people. For example, information about how to implement a behaviour would not be helpful for somebody that is not aware that a problem exists. Likewise, more information on the existence of a problem should not motivate people more once they are aware that a problem exists.
Tailoring Message to Phases of Behaviour Change
An important characteristic of these phases is that each of them involves a set of processes that affects the ways people pay attention to the information that is communicated to them, and the ways people use this information to achieve the goal that characterise each phase (i.e., detect, decide, and implement). For these reasons, a message should be tailored to the decision-making processes people rely on when they are in a specific phase of behaviour change (Rimer & Glassman, 1999; Rothman, Bartels, Wlaschin, & Salovey, 2006) . However, even if a message is tailored to address a person's primary concerns, to have an impact on behaviour change the information should be communicated in a manner that maximises its influence on people's thoughts when in a specific phase (Petty & Cacioppo, 1986; Snyder & DeBono, 1987) . Message framing represents a specific strategy to address this challenge. More specifically, depending on the specific phase of behaviour change, a persuasive message should emphasise either the benefits of adopting a behaviour (gains) or the costs of failing to adopt a behaviour (losses) (Rothman, Kelly, Hertel, & Salovey, 2003; Rothman & Salovey, 1997) .
The detection phase. Before people decide to act to solve a problem, they must be aware that the problem exists. For this reason, messages that aim to draw people's attention to a specific problem, and, then help them determine its personal relevance, are more likely to have a positive impact on behaviour. The most commonly used strategy to make people aware of a problem and more specifically, the risks associated with a problem, is feararousing communications. When surveys indicate that people are aware of the environmental situation, it usually means that people are aware of the environmental risks associated with climate change, global warming, air pollution, soil contamination, and so on. Research on fear-arousing communications is theoretically guided by a drive-reduction model (Hovland, Janis, & Kelley, 1953) . The main assumption of this model is that fear has the functional properties of a drive. In principle, a drive is a motivator for action, and the stronger the drive, the more it should motivate people. For example, when people are not yet aware of a problem, like climate change, or if they are aware of a problem but they are trying to determine if it is relevant (i.e., Will it affect my quality of life?), they may be more sensitive to fear-arousing information.
An important aspect of the information communicated to the population about a specific problem is the way the message is framed. People can be sensitive to whether the costs (loss frame) or the benefits (gain frame) are emphasised in the message. Research suggests (Devos-Comby & Salovey, 2002; Rothman, Martino, Bedell, Detweiler, & Salovey, 1999) that, in the detection phase, exposure to threatening information that presents the costs of failing to adopt a proenvironmental behaviour (driving your car or not using public transportation increases GGE) will get more people's attention and it have a bigger impact, than exposure to information that emphasises the benefits of adopting a specific proenvironmental behaviour (using public transportation or not using your car reduces GGE). This happens because the costs of failing to adopt a behaviour are more congruent with the purpose of determining if a specific issue is problematic (ex., climate change) (Rothman & Salovey, 1997) .
According to the research on fear-arousing communications and the drive-reduction model, exposure to threatening information motivates individuals to search for responses that reduce the fear resulting from the threat. However, in the absence of any continued pressure to think through the issue, people develop a defensive avoidance response to deal with the fear created by the message that causes a decrease in persuasion (Leventhal, 1970) . People end up having little motivation to gather more information and thus take advantage of available opportunities to minimise the danger afforded by this issue. In sum, once someone is aware of an issue, additional risk information has limited impact on behaviour, and it may create more fear (Rothman & Salovey, 2007) .
Although awareness of a threatening issue may provide people with a cognitive framework that helps them monitor or integrate new information on the issue, fear information alone is not enough to promote changes in behaviour that could eliminate the threat (de Hoog, Stroebe, & de Wit, 2007) . Appeals that elevate feelings of concern are effective as long as they provide people with effective means to reduce it. For this reason, once at this stage, people may be favourably biased in their evaluation of potential solutions to a problem (Witte & Allen, 2000) . Once people recognise that they must deal with an environmental problem that may affect their life, they may be motivated to believe that there is something that can be done about it. Fear appeals should lead people to be positively biased in their consideration of potential solutions to en environmental problem (Das, de Wit, & Stroebe, 2003; de Hoog et al., 2007) .
The decision phase. The thoughts and feelings associated with the awareness of an issue and its importance create discomfort because of the risk or the fear associated with it. For example, people may become aware of the risks associated with some behaviours causing climate change and at the same time they may be aware of either their own actions that are contributing to climate change or their inactions that are preventing climate change. As a consequence, at a certain point, these thoughts and feelings need to be dealt with, and people will need to decide whether or how to act (Rothman, Bartels, et al., 2006) . Thus, this phase is characterised by a shift from a consideration of the risk or the danger associated with the potential outcomes that may happen in the future to a consideration of the potential solutions that need to be considered now (Trope & Liberman, 2003) . Once at this stage, messages and information that aim to help people make a decision about the feasibility of a behaviour, and then its desirability to achieve the goal of reducing risks are more likely to be effective. Then, it is believed that people may become more sensitive to messages that emphasise a desired outcome and the benefits of adopting a specific behaviour (i.e., gain-framed messages; public transportation reduces GGE) because these messages are now more congruent with the actions that could eliminate risk or the fear associated with a specific issue (Detweiler et al., 1999; Millar & Millar, 2000) .
Although this has never been examined with respect to environmental issues, research in the health domain has shown that at the decision phase, people exposed to gain-framed messages may be more likely to develop goals regarding their actions that are reflected in their intentions to act (Rothman & Salovey, 2007) . Once people have decided to take action, their decision should lead to an intention to act which, in principle, should produce a pattern of actions. Although support exists for this idea, there is also considerable empirical evidence that illustrate that intentions that follow from the decision phase do not always translate into actions or sustained actions (for reviews see Rothman & Salovey, 2007; Sheeran, 2002) . In other words, the information on potential solutions to a problem has limited impact on behaviour if it does not provide a framework that helps people integrate the information on the behaviour with the implementation of potential solutions, or inform them about how to implement a specific action.
The implementation phase. Several models have been proposed to elucidate how intentions translate into behaviour (see Weinstein, Rothman, & Sutton, 1998 for a review). Simply listing one's goal is not sufficient to ensure that the goals will be accomplished (Sheeran, Webb, & Gollwitzer, 2005) . This happens because people may not be motivated for the activity that they need to perform to achieve the goal, or they fail to develop action plans for how they are going to implement the actions that will lead to the goal. One approach that has proven useful in explaining how different motives and goals relate to subsequent motivation and functional behavioural integration, is framing messages in terms of goal and implementation intentions (Gollwitzer, 1999) . Whereas goal intentions specify what one wants to achieve, implementation intentions involve specifying more precisely the behaviour one will perform to achieve the goal and the situational context in which one will enact it. For instance, providing information to people about where, when, and how a behaviour could be implemented represents a significant way to translate an intention to act into action. Implementation intentions ease the self-regulatory demands of goal pursuit, because the mental representation of what one wants to achieve becomes highly activated and easily accessible. Consequently, forming an implementation intention increases the likelihood of attaining one's objectives compared to the formation of goal intention on its own (Gollwitzer, 1999; Sheeran et al., 2005) . Further, the rate of goal attainment engendered by implementation intentions can be enhanced by the presence of superordinate goal intention (Sheeran et al., 2005) . This suggests that the goals that are derived from the decision phase do not only provide people with a framework that helps them integrate the information on the behaviour associated with the implementation of potential solutions, they enhance the effects associated with implementation intentions. These findings have recently been corroborated by Armitage (2006) , who showed that implementation intentions combined with goal intentions are more effective at helping people through the process of behaviour change, especially when they are motivated. Elliott and Armitage (2006) showed that implementation intentions and goal intentions lead to maintenance of the implemented behaviour over a period of one month, compared to a condition where no intentions were implemented.
In summary, the information reviewed in this section describes how the behaviour process unfolds over time (i.e., detection, decision, implementation and maintenance). However, it offers little insight into the processes that may guide the ongoing performance of behaviour. Given that successfully initiating a change in behaviour may be associated with people's confidence in their ability to execute the behaviour, the primary challenge to continuing these initial efforts is sustaining the behaviour in the face of people's experiences with the new behaviour. To the extent that people find the new behaviour to be pleasant, their commitment in the behaviour may strengthen. Thus, the way the motivation for a given behaviour unfolds over time affects people's ability to negotiate this phase of the behaviour change process.
Message Tailoring, Message Framing, and SelfDetermined Motivation
What factors might help people sustain their motivation and confidence in their ability to continue a new pattern of behaviour? As suggested earlier, there is considerable evidence that people are more likely to change and maintain their behaviour if they are autonomously motivated , 2008 . What determines whether people will develop self-determined motivation for a behaviour? In this section, we are proposing that self-determined motivation should be enhanced by the strategic tailoring of information to specific phases of behaviour change and the framing of messages as a function of the intrinsic versus the extrinsic costs or benefits of a behaviour.
The tailoring and framing of messages as a function of stages of behavioural change represents a strategy that guides the presentation of information to people in a way that parallels the processes associated with the internalization of motivation. In other words, it represents a way to conceptualize how the information provided to the population about a specific problem could be presented so that it facilitates the development of self-determined motivation. More specifically, three types of messages, corresponding to the three phases of behaviour change (detection, decision, and implementation), should be communicated.
The first type of message should aim at making people aware that a problem exists (i.e., detection phase). The information presented in this phase should serve the purpose of determining that a problem is important and providing people with a rationale for the actions that will follow. This should lead people to establish the foundation for the internalization of behaviour that will be proposed as solutions.
Once people are aware of a situation, the second type of messages should communicate information on the important actions that could be performed to reduce the risks associated with a situation (i.e., decision phase). The information presented at this phase serves the purpose of identifying the specific behaviours or solutions that point the way to being effective in meetings the challenges introduced in the first phase. In agreement with SDT, to facilitate the internalization of behaviours, the information should also indicate what actions individuals could do and how these actions can lead to gains or an improvement of the situation.
Finally, once people have decided to take action, they may be more particularly interested by information about when, where and how a specific behaviour could be implemented (i.e., implementation phase). As suggested earlier, this information helps individuals translate their intentions into behaviour. Whereas a goal that results from the decision phase specifies what one wants to achieve, implementation intentions involve specifying more precisely when, where, and how an action will lead to goal achievement. Further, research by Koestner, Lekes, Powers, and Chicoine (2002) , suggests that these effects can further be enhanced by combining implementation intentions and self-determined goals because they complement one another. A self-determined goal indicates that an individual values and wants to pursue a goal, whereas implementation intentions lead this individual to set the conditions that will determine when he or she will get started and how he or she will stay on track. Their results indicate that self-determined motivation to achieve a goal is associated with goal progress, but greater progress can be achieved when it is combined with implementation intentions (Koestner, 2008) . In sum, implementation intentions represent an important step to facilitate self-determined motivation because they help individuals set the conditions that will determine when they get started and how they stay on track.
Although there is limited evidence supporting the global proposition that self-determined motivation should be enhanced by the strategic tailoring of information to specific phases of behaviour change, it is interesting to note that one set of studies have shown that tailored communications in function of stages of change accelerated individuals' progress through the stages of change for health behaviours (Skinner, Campbell, Rimer, Curry, Prochaska, 1999; Velicer, Prochaska, & Redding, 2006) . A second set of studies have shown that, although extrinsic motivation predominates the early stages of change of exercise behaviour, intrinsic motivation is specifically important for progression toward maintenance (Ortis et al., 2007) , and improvement in stage of readiness to change a behaviour over time is associated with significant increases in intrinsic motivation (Curry, Grothaus, & McBride, 1997) . In the following section, we examine more closely a specific aspect of our proposition, that is, the importance of framing of messages as a function of the intrinsic versus the extrinsic costs or benefits of a behaviour.
Should Messages Be Framed to Fit People's Characteristics?
Research on persuasion has emphasised one way to frame messages (the gains or benefits vs. the loss or the costs) (see Rothman & Salovey, 1997) . Another important aspect of message framing refers to the intrinsic (i.e., health, personal growth) versus the extrinsic (i.e., financial incentives, fame, looks) gains or losses. For instance, messages about using a car and using public transportation could be framed in four different ways; (a) intrinsic gains (ex., using public transportation reduces GGE and improves your health); (b) extrinsic gains (ex., using public transportation reduces GGE and saves you money); (c) intrinsic risks (ex., using your car increases GGE and it worsens your health); (d) extrinsic loss (ex., using your car increases GGE and costs you money).
Models of persuasion (Petty & Cacioppo, 1986; Snyder & DeBono, 1982) have emphasised that, to be effective, messages should be framed to fit the characteristics of individuals. For example, messages about the benefits of adopting PEB for economical reasons (i.e., save money) should be more effective for individuals preoccupied by financial incentives, whilst messages about the benefits of PEB to improve your health should be more effective for individuals preoccupied by their health. To date, investigators of tailored health messages have assumed that people's motivations or goals for changing their behaviour are all equally effective, and that what mattered was that the messages be congruent with motivation (Mann et al., 2004; Rothman & Salovey, 2007; Williams-Piehota et al., 2006) . This may not be the case for at least three reasons.
First, as Rothman et al. (2004) have indicated, the vast majority of the studies have observed that strategies that may be effective at helping people initiate changes in their behaviour do not have a similar effect on the maintenance of behaviour change. According to these authors, this may be happening because the motivation to initiate a behaviour is based on expectations about future outcomes that are defined in terms of costs (e.g., if one uses more energy it costs more money) or in terms extrinsic benefits (e.g., I can save money by recycling), whilst the motivation to maintain it involves considering the experiences afforded by the new behaviour and whether those experiences are sufficiently satisfying to warrant continued action (e.g., Is lugging the bottles to the recycling centre worth it?).
Second, research on intrinsic and extrinsic goal framing suggests that it is important to pay attention to the type of motives used when a goal is framed because this will influence what people attend to, what knowledge and attitudes become cognitively accessible, and what behaviours are being considered (Vansteenkiste, Lens, & Deci, 2006; Vansteenkiste, Simons, Lens, Soenens, Matos, & Lacante, 2004) . Vansteenkiste and colleagues have proposed that people pursue qualitatively different types of goals, which will lead to considerably different outcomes. They proposed two types of goals: intrinsic goals (e.g., recycling can contribute to a clean and healthy environment) and extrinsic goals (e.g., recycling can make you money). Research has shown that intrinsic goal framing, relative to extrinsic goal framing, leads to deeper engagement in an activity, deeper processing of the information related to an activity, more persistence, and that these effects are mediated by self-determined motivation (Vansteenkiste et al., 2004 (Vansteenkiste et al., , 2006 . Another interesting aspect of this research is that double goal framing that emphasises both intrinsic and extrinsic goals (i.e., recycling can contribute to a clean and healthy environment and can make you save money) resulted in significantly lower levels of outcomes compared with intrinsic goal framing, suggesting that intrinsic goals result in more positive outcomes than the addition of intrinsic and extrinsic goals. As a consequence, when a goal is framed as a function of extrinsic motives, relative to intrinsic motives, it should lead to lower level of self-determined motivation for an activity, less engagement in an activity, and less persistence.
Finally, another interesting aspect of this research is that goal framing also affects the way the information related to the activity is processed. Therefore, it is likely that goal framing for a phase will influence the way the information is processed for the phase that follows. For example, the emphasis on the financial costs of ecological threats in the detection phase should be more likely to lead to goals and solutions that have financial implications in the decision phase, and then, the maintenance of financial incentives to initiate behaviour in the implementation phase. In contrast, the emphasis on the health risks of ecological threats in the detection phase should be more likely to lead to goals and solutions that have health implications in the decision phase, and then, health related feedback to maintain behaviour in the last phase.
In summary, it appears that we should pay particular attention not only to the way messages are tailored and framed, but also to the types of motives (i.e., intrinsic vs. extrinsic) that are emphasised when framed messages are tailored to each phase of behaviour change. A focus on intrinsic motives, compared to extrinsic motives, should facilitate the development of autonomous motivation for PEB, and more maintenance of these behaviours.
Conclusion
To date there have been few efforts to garner a theory-based understanding of how information should be provided to the population, so that this information truly motivates people to act, and more specifically, that it leads to the integration of PEB in one's lifestyle. An integrative approach could represent a vital ingredient to guide our research procedures, it could help us understand and interpret research findings, and it could help us identify the conditions that must be established to create interventions that will lead to the desired goals.
In the present article, we have examined how initiatives devoted to shaping the public's view (i.e., information campaigns on the environment in the media) could affect people's motivation, and behaviour change. We proposed that research on principles of behaviour change, effective communication and self-determination theory, could benefit from the combination of the ideas formulated by these approaches. Tailoring messages according to proposed processes underlying behaviour change (i.e., being aware of a problem, deciding what to do about it, and implementing a behaviour) should make messages more effective by progressively increasing the level of self-determined motivation of the targeted population. Framing messages systematically in terms of intrinsic gains or losses (i.e., health, well-being) as opposed to extrinsic gains or losses (i.e., make or save money, comfort, prestige, and fame) should not only enhance the level of self-determined motivation, it should also facilitate the maintenance of the behaviours that people adopt over time. Finally, once people are ready to act, progressively communicating information to people on how they could implement their goals and their intentions could further enhance the internalization and the maintenance of behaviour.
Although the information provided by the media on ecological threats represents one of the most frequent and accessible source of information for the general public, we know very little about the effects that different types of messages presented by the media have on motivation for PEB, and more specifically the integration of PEB in one's lifestyle. It is important to emphasise that very little research pertaining to PEB has examined the propositions that were described in this article. We hope that this article provides a framework for important future research on the effects that message tailoring and message framing have on the motivation for PEB.
Motivating people to change the behaviours that are harmful to the environment represents a challenging task. It may be tempting to use any means possible to motivate people to do something about the environmental conditions. In this article, we propose that to be effective we should think things through. We should not only be strategic when we inform people about why and what they need to change, we should provide them with information about how to implement these actions, and we should also be careful about the types of reasons we provide to justify these changes. We hope that by integrating and applying sound theory, we can help people integrate behaviours that will make their world a healthier place for all.
Résumé
Les préoccupations du public au sujet des questions environnementales se sont considérablement accrues au cours des vingt dernières années. Par conséquent, la promotion de comportements sensibilisés à l'environnement qui sont intégrés au style de vie des gens est devenue un défi continuel et important. Les messages de persuasion sont souvent compris comme un premier effort visant à inciter la population à modifier un certain comportement. Dans le présent article, nous suggérons que le fait, a) d'adapter les messages selon les processus proposés qui sont sous-jacents au changement de comportement (c'est-à-dire, être conscient d'un problème, décider de la façon d'agir, proposer une solution et adopter un comportement) et, b) de définir le cadre des messages, selon qu'ils répondent à des objectifs intrinsèques (p. ex., la santé, le bien-être) ou, à l'opposé, à des objectifs extrinsèques (p. ex., gagner ou économiser de l'argent, le confort), pourrait accroître l'efficacité des messages en faisant hausser progressivement la motivation autodéterminée de la population ciblée.
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